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This thesis gives an overview of the growth problems that Russian entrepreneurs meet 
when trying to develop their own business and provides possible solutions. It clarifies 
differences in the ways of doing business in Finland and Russia and reveals the buying 
habits, preferences and mental biases of Finnish customers. 
The research goal was to prepare a guide for Russian entrepreneurs and graduates who 
intend to become self-employed, to help them to avoid mistakes and understand the 
nuances of entrepreneurship in Finland; to elaborate list of conclusions for company 
Moliri Oy to be considered in future operations.  
One part of research involved conducting a survey of Finnish customers and Russian 
entrepreneurs. The second other part concerned the analysis of business performance 
of Moliri Oy using financial statements and materials provided by the main share-
holder. 
It was concluded that the recognition of Finnish customers’ values and preferences 
discovered through marketing research is essential for company development. Lin-
guistic divide, a lack of knowledge in Finnish taxation and legislation and Finnish cus-
tomers’ mental biases are the main obstacles for growth in companies whose owners 
are Russians. 
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1 INTRODUCTION 
This thesis results are devoted to small companies owned by Russians in Finland and 
might appear useful for all foreigners, who arrived to Finland, started own business 
and are interested in its development. 
According to Finnish statistics (Finnish statistics official website, 2011) 25650 per-
sons immigrated to Finland from foreign countries during 2010. Due to current unem-
ployment situation in Finland, more and more people take decision to become self-
employed. This is a good way for immigrants to obtain the source of income and be-
come employed in Finland. In 2006 there were almost 5.3 million inhabitants in 
Finland, and the percentage of foreign citizens was 2.3% of the whole population 
(121,739 people). Most immigrants come to Finland from Russia and Estonia. The 
percentage of Russians is 20.8% (25,326 people) (figures from 2006). Figure 1 gives 
an overview of percentage of Russian speaking population in Finland for the period 
from 1900 to 2010 years. 
0
0,2
0,4
0,6
0,8
1
1,2
Russian speaking population
Russian %
 
Figure 1. Russian speaking population in Finland (Finnish Statistics official website) 
The educational level of Russian immigrants in Finland is fairly high: almost 40% of 
them have graduated from the university or polytechnic, whereas the corresponding 
number of the whole Finnish population is 30%. In 2001 the unemployment rate of 
people coming from Russia (and the Soviet Union) was 40. (Niemi 2007.) 
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According to statistics for unemployment situation in Finland (Finnish statistics offi-
cial website, 2011) it was 8.4% in 2011, 8.4% in 2010 and 8.2% in 2009. Figure 2 
demonstrates unemployment situation from 1989 till 2011. 
 
Figure 2. Unemployment rate and trend of unemployment rate 1989/01 – 2011/06 
(Finnish Statistics official website) 
Based on statistics, in the first quarter of 2011 the number of enterprise closures was 
up by 35.8% on the corresponding quarter of the year before. The highest percentage 
was in trade sector. According to Niemi (2007) a significant part of these businesses 
were owned by foreigners and some of the reasons correspond to obstacles foreigners 
met, mistakes they performed, difficulties they did not anticipate. Figure 3 demon-
strates quantity of enterprise openings and closures from 2005 to 2011. 
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Figure 3. Quantity of enterprise openings and closures from 2005 to 2011 (Finnish 
Statistics official website) 
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Enterprise Agencies in Finland declare that at the moment, there are around 6,500 
businesses operating in this country that have been established by someone who has 
moved from abroad. They point out the following main problems in starting up as an 
entrepreneur: arranging finance, lack of expertise and experience, lack of knowledge 
of legislation, taxation and setting up contracts, insufficient skills in the Finnish lan-
guage, lack of familiarity with Finnish business culture, time management (work / 
study, family / spouse, free-time, etc.). (Uurityskeskus Finland 2011.) 
Figure 4 bellow introduces Thesis structure. 
 
Figure 4. Thesis structure 
Cultural differences: 
Finns vs. Russians 
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2 RESEARCH METHODOLOGY  
2.1 Research objectives 
The aim of this research is to describe growth problems of small companies owned by 
Russians in Finland. The results received might help to avoid some pitfalls and chal-
lenges already experienced by similar companies, as well as to help in evaluation of 
business performance of Moliri Oy and increase profitability in the future.  
The following research objectives were specified: 
 What are the cultural differences between Finns and Russians, which affect 
Russian owned businesses development in Finland? 
 What are the growth problems of small companies owned by Russians in 
Finland? 
 How Russian entrepreneurs can improve their businesses performance in 
Finland? 
 
2.2 Research methods 
Research methods can be classified in various ways, however in this thesis qualitative 
and quantitative methods were applied. Quantitative data was collected by means of 
Finnish customers survey, qualitative information was obtained by interviewing of 
Russian entrepreneurs in Finland. This thesis is case study. 
As qualitative research is concerned with the experiences of the participants, the inter-
view questions (see Appendix 2) were designed to encourage subjects to express their 
opinions and views of the situation, comment on real events occurred in their busi-
nesses and provide suppositions. 5 Russian self-employed people were interviewed in 
order to collect research material for thesis.  
Questionnaire (see Appendix 1) was elaborated as a set of short questions, regarding 
attitude to Russian companies, Finnish customers’ opinions about quality of products, 
services offered and weak points and proposals, what should be improved. These lists 
with questions were distributed among Finnish customers in a form of survey.   
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Robert K. Yin (1984) has written about case study research and suggested techniques 
for organizing and conducting the research successfully and proposed six steps that 
should be used:  
 Determine and define the research questions  
 Select the cases and determine data gathering and analysis techniques  
 Prepare to collect the data 
 Collect data in the field 
 Evaluate and analyze the data  
 Prepare the report  
 
In-depth study of Moliri Oy activity as qualitative method of data collection was used 
in this thesis: development measures evaluation, analysis of actions taken and corre-
spondent results achieved. Growth problems were described by analysing of financial 
statements of Moliri Oy and efficiency of marketing strategies implemented. Informa-
tion was gathered and expounded in six steps stated above. Case study is an effective 
way to disclose the problem and allows making deep analysis of the situation.  
2.3 Research materials and analysis methods 
The following research materials were used in this research: 
 Perceptions of Finnish customers 
 Experiences and considerations of Russian entrepreneurs in Finland 
 Moliri Oy business activity results 
 Statistical data  
 
Table 1 provides information regarding research materials and correspondent analysis 
methods. 
Table 1. Research materials and analysis methods 
Research material Analysis method 
Questionnaire for Finnish 
customers  (N=88) 
Information received from survey was analyzed by 
means of descriptive statistics - the techniques that are 
used to summarise and describe numerical, such as: 
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median, mean, mode, range data (Puustelli 2009). 
Interviews with Russian 
entrepreneurs (N=5)  
Qualitative research analysis methods practiced in this 
thesis - typology: a classification system, taken from 
patterns, themes, or other kinds of groups of data 
(Ratcliff 2012). 
Case study: interview 
with owner of Moliri Oy 
(Matsera Irina) 
Qualitative research analysis methods practiced in this 
thesis - logical analysis: an outline of generalized cau-
sation, logical reasoning process, etc (Ratcliff 2012). 
Statistics Hofstede’s survey results (Hofstede 2011). 
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3 COMPANIES GROWTH PROBLEMS AND CULTURAL DIFFERENCES 
3.1 Cultural differences  
In the business world, communication is vital for the successful performance of the 
business. Understanding cultural differences and overcoming language barriers are is-
sues people should take into account negotiating with business partners from other 
cultures. Often deals are lost because the parties involved did not take the time to learn 
about their partner from another culture before the meeting. 
3.1.1 Hofstede’s 5-d model 
Hofstede (n.d.) defined power distance (PDI) as the extent to which the less powerful 
members of institutions and organisations expect and accept that power is distributed 
unequally and deals with the fact that all individuals in societies are not equal. 
According to Hofstede (n.d.), individualism (IDV) - is the degree of interdependence a 
society maintains among its members. In individualist societies people incline to look 
after themselves and their direct family only. In collectivist society’s people belong to 
“in groups” that take care of them in exchange for loyalty. 
Masculinity/ femininity (MAS) a high score (masculine) on this dimension indicates 
that the society will be driven by competition, achievement and success, while low 
score (feminine) on the dimension means that the dominant values in society are car-
ing for others and quality of life, which is already a sign of success and standing out 
from the crowd is not admirable. The fundamental issue here is what motivates peo-
ple, wanting to be the best (masculine) or liking what you do (feminine). (Hofstede 
2012.) 
Uncertainty avoidance (UAI) - the way that a society deals with the fact that the future 
is not predictable: should we try to control the future or just let it happen? It is an ex-
tent to which the members of a culture feel threatened by ambiguous or unknown 
situations, and have created beliefs and institutions in order to avoid them. (Hofstede 
2012.) 
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Hofstede (n.d.) assumes that long term orientation (LTO) - is dimension related to the 
teachings of Confucius, the extent to which a society shows a pragmatic future-
oriented perspective rather than a conventional historical short-term point of view. 
3.1.2 Edward T. Hall’s cultural factors 
Edward T. Hall was an anthropologist who identified the following key cultural fac-
tors (Changing minds 2012): 
 Context 
 
In a high-context culture, there are many contextual elements, which help people to 
comprehend the rules. As a result, much is taken for granted and may be confusing for 
person who does not understand the “unwritten rules” of the culture. In a low-context 
culture, very little is taken for granted. Whilst this means that more explanation is 
needed. Table 2 illustrates comparison of high and low context cultures. 
Table 2. High-context culture vs. Low-context culture (Changing minds, 2012)  
Factor High-context culture Low-context culture 
Overtness of mes-
sages 
Many covert and implicit 
messages, with use of meta-
phor and reading between the 
lines. 
Many overt and explicit 
messages, which are simple 
and clear.  
 Locus of control 
and attribution for 
failure 
Inner locus of control and 
personal acceptance for fail-
ure  
 Outer locus of control and 
blame of others for failure  
 Use of non-verbal 
communication 
 Much nonverbal communica-
tion 
More focus on verbal com-
munication than body lan-
guage 
Expression of reac-
tion 
Reserved, inward reactions Visible, external, outward 
reaction 
Cohesion and sepa-
ration of groups 
Strong distinction between in-
group and out-group. 
Flexible and open grouping 
patterns, changing as needed 
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Strong sense of family. 
 People bonds  
Strong people bonds with af-
filiation to family and com-
munity 
Fragile bonds between peo-
ple with little sense of loy-
alty. 
Level of commit-
ment to relation-
ships 
 High commitment to long-
term relationships. Relation-
ship more important than 
task. 
 Low commitment to rela-
tionship. Task more impor-
tant than relationships. 
Flexibility of time 
 
  
Time is open and flexible. 
Process is more important 
than product 
Time is highly organized. 
Product is more important 
than process 
 
 Time 
 
Monochronic time, according to Edward T. Hall, means doing some things simultane-
ously. It presumes careful planning and scheduling. It is Western approach known as 
”time management”. Monochronic people tend also to be low context. In Polychronic 
cultures, communication predominates over time and material things, with less orien-
tation on result. Polychronic people tend also to be high context. Table 3 clarifies dif-
ference between monochronic and polychronic time concepts. (Changing minds 
2012.) 
Table 3. Monochronic action vs. Polychronic action (Changing minds, 2012) 
  Factor Monochronic action Polychronic action 
Actions do one thing at a time do many things at once 
Focus Concentrate on the job at hand Are easily distracted 
Attention to time 
Think about when things must be 
achieved 
Think about what will be 
achieved 
Priority Put the job first Put relationships first 
Respect for prop-
erty 
Seldom borrow or lend things 
Borrow and lend things 
often and easily 
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Timeliness Emphasize promptness 
base promptness relation-
ship factors 
  
 Space 
 
Edward T. Hall called the study of space as “Proxemics”. People have concerns about 
space in many situations (personal body space, space in the office, parking space, 
space at home). Some people need more space in all areas. A Japanese person who 
needs less space thus will stand closer to an American, inadvertently making the 
American uncomfortable. Some people need bigger homes, bigger cars and offices. In 
most of cases this may be explained by cultural factors. (Changing minds 2012.) 
 Territoriality 
Some people are more territorial than others and pay more attention to ownership. 
They need to mark their areas boundaries with neighbours (e.g. co-workers may do 
battle over a piece of paper which overlaps from one person's area to another). Territo-
riality also extends to anything that is “mine” and ownership concerns extend to mate-
rial things. People with lower territoriality have less ownership of space and bounda-
ries are less important to them. Their sense of “stealing” is less developed. (Changing 
minds 2012.) 
Summing up everything, it might be concluded, that when working across cultures it 
is wise to consider these factors into account. For example if people are late for meet-
ings it may be because they are polychronic, not because they are disrespectful or 
lazy. Realizing personal, national or organizational culture, it is possible to act more 
efficiently. (Changing minds 2012.) 
3.1.3 Trompenaars' and Hampden-Turner's cultural factors 
Teamed with Charles Hampden-Turner (a dilemma enthusiast) Dutch culturalist Fons 
Trompenaars educed another cultural factors affecting intercultural communication 
(Changing minds 2012): 
 Universalism vs. Particularism 
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Universalism is about finding broad and general rules. When no rules prescribed, it 
finds the best rule. Particularism is about looking for exceptions. When no rules fit, 
people judge the case from their own point of view, rather than trying to force-fit an 
existing rule. 
 Analyzing vs. Integrating 
Analyzing decomposes to find the detail. It assumes that God is in the details and that 
decomposition is the way to success. It considers people who look at the big picture as 
being out of touch with reality. Integrating brings things together to build the overall 
picture. 
 Individualism vs. Communitarianism 
Individualism seeks to let each person grow or fail on their own, and sees group-focus 
as depriving the individual of their inalienable rights. Communitarianism is about the 
rights of the group. It places the family, group, company and country before the indi-
vidual and sees individualism as selfish and short-sighted. 
 Inner-directed vs. Outer-directed 
Inner-directed is about personal judgment “in our heads”. It assumes that thinking is 
the most powerful tool and that considered ideas and intuitive approaches are the best 
way. Outer-directed is searching data in the outer world. It regards that we live in the 
“real world” and that is where we should look for our information and decisions. 
 Time as sequence vs. Time as synchronization 
Time as sequence where events are separate items in time, sequence one after another. 
It finds order in a serried queue of actions that happen one after the other. Time as 
synchronization sees events in parallel, synchronized together. It finds order in coor-
dination of multiple efforts. 
 Achieved status vs. Ascribed status 
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Achieved status is about attaining status through performance. People and organiza-
tions earn and lose their status every day, and that other approaches are recipes for 
failure. Ascribed status presupposes gaining status through other means, such as sen-
iority, money. It assumes status is acquired by right rather than daily performance, 
which may be as much luck as judgment. 
 Equality vs. Hierarchy 
Equality is about all people having equal status irrespective of birth or other gift. Hi-
erarchy is about people being superior to others, where order happens when few are in 
charges and others obey through the scalar chain of command. 
When working in other countries and with people from overseas, it is wise to research 
their national culture along these dimensions. 
3.2 Growth problems of small companies 
Small firms have unique challenges. They are ceaselessly evolving and many times 
depend mostly on the capabilities and personalities of their founders. If you are a 
small business owner and want to tide over your business growth problems and attain 
constant growth, read on. Today market barriers of business growth seem to constrict 
all chances to get ahead. 
3.2.1 L.E. Greiner’s growth model 
According to Greiner a growing and maturing organization goes through five stages, 
each of them is related to particular organizational characteristics and maybe to par-
ticular problems (Recklies 2011). Figure 5 demonstrates these phases. 
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Figure 5. Phases of Growth and Problems (Changing minds, 2012) 
 
Table 4 reveals which problems a speeding up of growth can bring. Within every 
phase and every crisis, the organization has to go through particular processes of 
learning and change.  
Table 4. 5 Phases of growth (Recklies, 2011) 
Phase Growth through Crisis of 
1 Creativity: In this early stage, 
there are only few people in the 
company. They know each 
other well and share their ex-
perience, knowledge, and in-
formation. All relevant issues 
are discussed among all people. 
This is the typical creative start-
up culture. 
Leadership: As the company gets larger, 
it gets increasingly difficult to do every-
thing in a mutual effort. They have prob-
lems to distinguish important from unim-
portant issues, since there are few or no 
organizational structures that allow allo-
cating work to certain persons. The com-
pany needs a strong leader who holds the 
team together and establishes appropriate 
systems and structures. 
2 Direction: Now the company is 
able to direct certain issues and 
tasks to certain people. Nor-
mally, directives and control are 
Autonomy: If the company continues to 
grow, this leads to an extremely high 
workload for the manager or the man-
agement team. They have to handle 
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highly centralized at this stage. nearly everything in the company. They 
are responsible for assigning tasks, con-
trolling results, acquiring work, solving 
problems, motivating people etc. As the 
company reaches a certain size, manage-
ment will not be able to continue this 
way. They have to give up some of their 
autonomy and to share some tasks. 
3 Delegation: Management dele-
gates some tasks, functions and 
authorities to other people in the 
company. Departments emerge 
and develop their own dynam-
ics. 
Control: If management now fails to con-
trol the activities of these departments, 
they would start to handle tasks more 
from their own view than with the whole 
business in mind. At its extreme, depart-
ments would work against each other. 
4 Co-Ordination: Projects and 
tasks are coordinated between 
all parts and departments of the 
company so that they are well in 
tune with each other. 
Red Tape: This coordination can lead to a 
high level of bureaucracy. Fine-tuning 
requires high efforts that make it difficult 
for the company to adapt to changes in 
the external environment. 
5 Collaboration: The co-operation 
between all parts of the com-
pany is so well organized that 
they really can work together 
effectively in whatever situa-
tion. 
Nevertheless, doing business is never 
easy and the next crisis is waiting for 
sure. 
  
In the beginning of each phase, all processes work smoothly, company develops on. In 
a situation of crisis, it is time for change. These changes have to be implemented, con-
trolled, and modified. That means, however, that all members of the organization have 
to go through these phases of learning and development. Due to the several crises of 
growth, the implications of extreme growth on costs are enormous. Many once am-
biguous Internet-start-ups who suffer from extreme costs are evidence for this. 
(Recklies 2011.) 
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3.2.2 E. Garnsey’s theory of the early growth of the firm  
E. Garnsey (1998) considers that new firms are subject to high infant mortality and 
their survival chances increase as they age. Theory and evidence suggest that about a 
half of new firms will grow to the point of achieving self-sufficiency, at most a quarter 
will expand beyond the plateau stage, and few will be unable to sustain their growth 
performance.  
Nevertheless, surviving firms have chances to occupy own market niche. The statisti-
cal evidence of successful firms shows, that prospects are enhanced by early resource 
endowments, tangible and intangible, sufficient to meet new opportunities. These are 
more likely to be supplied by a team than by an individual, and by founders with 
qualifications and experience of the area of business. These attributes increase the 
networking capacity of founders and their ability to match opportunities and re-
sources. The evidence also shows that partnerships and alliances allow growth firms 
to secure complementary assets and achieve market repositioning. In these ways they 
increase exposure to favourable demand and investment conditions. (Garnsey 1998.) 
In accordance with Garnsey (1998) different types of market structure defines how 
growth can occur within dynamic markets. They can use the knowledge built up in the 
firm as a basis, existing resources can provide leverage, making it possible to acquire 
further competence in markets. 
But emerging firms which fail after a period of early promise may have earlier pos-
sessed the characteristics of successful firms. The identification of success characteris-
tics does not therefore guarantee success. The nature of growth-reversal processes ex-
plains this unresolved issue in the literature on small firm research. The drive to 
growth can have perverse effects as it creates resource shortages and synchronization 
problems. Moreover, chance comes into play, setting off unpredictable feedback ef-
fects. (Garnsey 1998.) 
Nevertheless, the overall likelihood of success can be improved by certain policies: 
access to specialist market information and expertise can help these firms to target 
markets where demand conditions are appropriate. Even small inputs of key resources 
can bring results. Besides of it close monitoring of enterprises by experienced mentors 
increases survival rates. Garnsey (1998) considers a firm as an open system interact-
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ing with others in its environment. No firm is an island, and to understand its growth it 
is essential to realize the webs of interaction which make up its environment. 
3.2.3 Major challenges and possible solutions 
Major challenges small company must overcome as it grows and possible solutions 
are provided further: 
 
 Lack of start up preparation 
 
It was found that there was a significant dependence between the nature and extent of 
intenders’ preparation for start up a business. The greater the amount of consultation 
with knowledgeable persons and other sources of information, the better the chances 
of success. Despite the numerous sources available (government agencies, trade and 
professional associations, chambers of commerce) people purposing to set up own 
business show a reluctance to take an advantage of them. (Peacock 2000, 12.) 
 Lack of a plan 
 
King (2007) considers that lack of a plan is often a fundamental problem for many 
small enterprises. There are some important reasons to plan. Planning you set certain 
objectives you are much more likely to achieve. Plan will enable you to often think 
over and undertake actions necessary to achieve that plan; plan disciplines you to look 
“beyond the weeds” from time to time; plan can often help to predict the inconsisten-
cies that need to be managed e.g. a lack of capital or other resources necessary to fund 
the growth projected. Once realized you are able to manage better the limiting factor.  
 Lack of capital 
 
Lack of capital is often the most critical obstacle for small company. Absence of dili-
gent cash flow management and/or increasing capital needs, including debt, usually 
appear a serious constraint as company grows. In many cases the profit in one work-
ing cycle is insufficient to finance additional labour force required for the next operat-
ing cycle. This is especially the case where a business is either inventory or receiv-
ables intensive and/or the operating cycle is a long one. In order to expand and experi-
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ence steady growth, a company needs capital to buy equipment, supplies, human re-
sources, etc. Where the money flow should come from? One of possibilities is to grow 
capital internally by reinvesting earned profits back into the company or deposit your 
own finances in business. The main disadvantage though is that it can be slow. Exter-
nal sources of capital might be from bank loans, venture capital, investors, or even 
government grants. The solution should be the following: elaborate careful plan in or-
der to see what your cash needs are and when your cash needs arise, focus on cash 
management techniques, and to get a handle on your cash sources so you will be able 
to finance the necessary capital requirements. (King 2007.) 
 Poor financial management 
 
According to surveys the predominant aspect of management inefficiency responsible 
for failure was financial management. Accounting was the biggest problem, because 
of “inadequate or no accounting records” and “deficiency in accounting knowledge”. 
Other key aspects of the finance function were: credit management, inventory control, 
cash flow analysis / liquidity, control of accounts payable, administration of fixed as-
sets. (Peacock 2000, 9.) 
 
 Lack of management skills and incorrect delegation 
 
King (2007) suggested that lack of management skills is a problem that is hard to deal 
with in most small companies, due to limited management team size. Lack of exper-
tise and time might be responsible for weaknesses in finance, human resources, and 
marketing. Often, business strategy failures are the result of inappropriate judgment, 
lack of business sense, and ineffective leadership style. Business owner takes charge 
and responsibility for all the business decisions and most setbacks occur when the 
owner and management fail to control all aspects of business operations. Lack of co-
ordination and teamwork are some of the factors that may weaken the business struc-
ture. (Touch Biz 2011.) The resolution is to identify those weaknesses and then to de-
velop a plan for dealing with those challenges, to assign person to manage the obvious 
pitfalls, or to hire a part-time employee or a consultant (King 2007).  
 Lack of information about what is - and isn't - working  
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According to King (2007) lack of information about what is working, and what is not 
working, is another challenging issue for growing company. Often businesses do not 
evaluate their performance and when something specific happens, they do not know 
what has caused the success or problem. Implementation of a process for measuring 
and tracking key performance indicators on a weekly, or at least monthly, basis is cru-
cial to empowering management to react to difficulties and opportunities timely. 
There is a proverb that you cannot manage what you do not measure is so true. Once 
awareness is settled, solutions are easier to find. (King 2007.) 
 Poor marketing strategy 
 
There is no difficulty to set up business that sells the best products and services at a 
competitive price, but nevertheless it does not eliminate the risk of failure because the 
targeted customers may not be aware of the products and services. Advertising is es-
sential for company development. In case the entrepreneurs are unaware of how to 
launch the products to market, it is wise to apply to expert assistance. Volumes of e-
commerce sales have risen significantly last few years. Every company is supposed to 
have professional looking website where customers can easily orientate. The market-
ing strategy should conclude information about target buyer, market segments the 
company will compete in, the unique positioning of the company and its products 
compared to the competition. (SCORE, accessed 26 Feb. 2012.) 
 Poor procedures 
 
Poor procedures are a permanent hassle for such kind of businesses trying to develop 
with limited resources. Most entrepreneurs do not get wise that the procedures for 
managing the business need to be carefully planned to diminish the incidence of fail-
ures. Mistake correction is often waste of time and especially management time. (King 
2007.) 
 Ignoring risks  
 
Many small firms’ owners ignore risk in their analysis of alternatives and possibilities. 
It is always about taking risks and one cannot insure for or evade it if one is in busi-
ness. However those, who take a course of actions, deliberately consider ways to man-
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age the risk and determine procedures or steps that can be initiated to reduce risks will 
increase the chances of success. Often, it is effective to follow-up on an issue so that 
nothing gets forgotten or having a deputy reviewing something to eliminate the risk of 
error. (King 2007.) 
 Lack of focus 
 
Referring to King (2007) lack of focus is often a serious arduousness for an entrepre-
neur in small company due to constant changes in priorities, issues that need prudence 
and other fires to be extinguished. Often it is difficult to say "no" to a short-term op-
portunity that will distract you from your long-term goals. Be concentrated on long-
term objectives and the opportunities that will conduce achieving this.  
 Bureaucracy 
 
As businesses evolve, the management becomes more bureaucratic. Business practices 
become more sophisticated impeding small businesses from reaching their full poten-
tial. In this way, it is important to reorganize such structure into something more col-
laborative. (Touch Biz 2011.) 
 The owner is the business 
 
Peacock (2000, 6) considers, that usually in small organizations all critical manage-
ment decisions, such as finance, accounting, personnel, purchasing, processing or ser-
vicing, marketing, selling are taken by the only person without the aid of specialists 
and with specific knowledge. At the start, and often for a long time afterwards, busi-
ness depends on the personality, point of view, capabilities of the owner. There is an 
initial shortage in resources to manage the firm, unlike the big firm with number of 
supervisors for different duties.  
 Competition 
 
It is hard to imagine any business without competition. Direct and non-direct competi-
tors do they best to persuade consumers to buy their products or services instead of 
yours. It is necessary to investigate the companies that are attempting to decrease your 
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take-home pay. Prepare list of the strengths and weaknesses of each competitor. Your 
business can become more effective by adopting practices you respect in competitor 
operations and by avoiding their mistakes. Many of them have been in business suc-
cessfully for many years. (SCORE 2012.) 
 Poor customer service 
 
First of all it is vitally important to elaborate a strategy that puts the customer on first 
place. Customers will be served in best way when employees are empowered to do it. 
It should be kept in mind that a lost customer could spread the word of their disap-
pointment, resulting in more lost customers. Review the most common reasons for 
poor customer service. Underpowered employees, when approval is needed by a man-
ager for small problems that can easily be solved by a good employee, that mat result 
in time-consuming waits by the customer. Unmotivated employees, when personnel 
are not encouraged to cater for the customer. Bad coordination of functions can end up 
in miscommunication, incorrect goods or services, and time delays. (SCORE 2012.) 
 Isolation 
 
Peacock (2000, 6) assumes, that small business managers do not have opportunities 
for problems discussions, what is in disposal of management in large corporations. It 
is considered that many people set up own business being motivated at least in part by 
a need for independence and control. But on the other side, this can mean isolation 
from colleagues and specialists that are available to managers in a large organisation. 
As a result, small companies tend to run lean because their limited resources are 
mostly used to gain profit and increase production rather than to engage managerial 
talent. As a consequence, entrepreneurs often lack colleagues with whom to share ex-
periences, explore ideas.  
 Product dedication 
 
Although flexibility is an advantage, small firms also tend to “be more product-
dedicated” than big ones; they are dominated by the products they produce or the ser-
vices they offer. Smallness of their products/services portfolios does not allow shifting 
easily to something totally different. Being more concentrated on product line than on 
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other matters such as the use of funds, training of staff or planning, marketing strate-
gies may negatively affect company performance. (Peacock 2000, 7.) 
 External changes are critical 
 
It was emphasized by Peacock (2000, 7), that such external forces as government 
regulations, employment requirements and industrial relations, finance charges and in-
terest rates tend to have more impact on small business than on large firms which have 
enough resources to cushion change.  
 Unproductive sales 
 
Company’s sales are considered to be the key indicator in business success. It is im-
portant to review company’s patterns and trends in sales, and be ready to manage any 
fluctuations company may face. Business should also take notice of competitors, ad-
just prices of products and services correspondently, and employ competent sales 
staff. (SCORE 2012.) 
 Company reputation 
 
A company’s reputation is important for growth. Customer service, professional be-
haviour of employees and managers, cleanliness of a store, prices, quality of goods, 
follow-ups – are the issues that influence company’s overall credibility and reputation. 
(SCORE 2012.) 
 
 Company location 
 
A company’s location is also critical for advancement. Appropriate location can facili-
tate business prosperity, whereas a company situated in a poor location will be at a 
disadvantage. Some point to take into account when deciding company’s location is 
where the targeted customers live, the traffic, accessibility, and parking, the physical 
distance from competitors, and the condition and safety of a building. (SCORE 2012.) 
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4 GROWTH PROBLEMS OF RUSSIAN OWNED SMALL COMPANIES IN FINLAND 
4.1 Cultural differences between Finns and Russians 
If we explore the Finnish and Russian cultures though the lens of the 5-d model, we 
can get a good overview of the deep drivers of both cultures. The aim of this compari-
son, shown on figure 6, is to identify the dependence and impact of the differences on 
development of businesses started by Russian entrepreneurs.  
 
Figure 6. Russians vs. Finns: 5-d model 
Interpretation of figure 6 is introduced in the table 5: 
 
Table 5. G. Hofstede” National culture, countries comparison: Finland vs. Russia” 
(Hofstede’s website, 2012) 
What about Finland? What about Russia? 
Power distance 
Finland scores low on this dimension 
(score of 33) which means that the 
following characterises the Finnish 
style: being independent, hierarchy for 
convenience only, equal rights, supe-
riors accessible, coaching leader, 
Power distance 
Russia, scoring 93, is among the 
10% of the most power distant socie-
ties in the world. This is underlined 
by the fact that the largest country in 
the world is extremely centralized: 
2/3 of all foreign investments go into 
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management facilitates and empow-
ers. Power is decentralized and man-
agers count on the experience of their 
team members. Employees expect to 
be consulted. Control is disliked and 
attitude towards managers are infor-
mal and on first name basis. Commu-
nication is direct and participative. 
Moscow where also 80% of all fi-
nancial potential is concentrated. 
The huge discrepancy between the 
less and the more powerful people 
leads to a great importance of status 
symbols. Behaviour has to reflect 
and represent the status roles in all 
areas of business interactions: be it 
visits, negotiations or cooperation. 
Individualism 
Finland, with a score of 63 is an indi-
vidualistic society. This means there is 
a high preference for a loosely-knit 
social framework in which individuals 
are expected to take care of them-
selves and their immediate families 
only. In individualistic societies of-
fence causes guilt and a loss of self-
esteem, the employer/employee rela-
tionship is a contract based on mutual 
advantage, hiring and promotion deci-
sions are supposed to be based on 
merit only, management is the man-
agement of individuals. 
Individualism 
If Russians plan to go out with their 
friends they would literally say “we 
with friends” instead of “i and my 
friends”, if they talk about brothers 
and sisters it may well be cousins, so 
a lower score of 39 even finds its 
manifestations in the language. 
Family, friends, and not seldom the 
neighbourhood are extremely impor-
tant to get along with everyday life’s 
challenges. Relationships are crucial 
in obtaining information, getting in-
troduced or successful negotiations. 
They need to be personal, authentic 
and trustful before one can focus on 
tasks and build on a careful to the 
recipient, rather implicit communi-
cation style. 
Masculinity/ femininity 
Finland scores 26 on this dimension 
and is thus considered a feminine so-
Masculinity / femininity 
Russia’s relatively low score of 36 
may surprise with regard to its pref-
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ciety. In feminine countries the focus 
is on “working in order to live”, man-
agers strive for consensus, people 
value equality, solidarity and quality 
in their working lives. Conflicts are 
resolved by compromise and negotia-
tion. Incentives such as free time and 
flexibility are favoured. Focus is on 
well-being, status is not shown. An ef-
fective manager is a supportive one, 
and decision making is achieved 
through involvement. 
erence for status symbols, but these 
are in Russia related to the high 
power distance. At second glance 
one can see, that Russians at work-
place as well as when meeting a 
stranger rather understate their per-
sonal achievements, contributions or 
capacities. They talk modestly about 
themselves and scientists, research-
ers or doctors are most often ex-
pected to live on a very modest stan-
dard of living. Dominant behaviour 
might be accepted when it comes 
from the boss, but is not appreciated 
among peers. 
Uncertainty avoidance 
Finland scores 59 on this dimension 
and thus has a medium high prefer-
ence for avoiding uncertainty. Coun-
tries exhibiting high uncertainty 
avoidance maintain rigid codes of be-
lief and behaviour and are intolerant 
of unorthodox behaviour and ideas. In 
these cultures there is an emotional 
need for rules (even if the rules never 
seem to work) time is money, people 
have an inner urge to be busy and 
work hard, precision and punctuality 
are the norm, innovation may be re-
sisted, security is an important ele-
ment in individual motivation. 
Uncertainty avoidance 
Scoring 95 Russians feel very much 
threatened by ambiguous situations, 
as well as they have established one 
of the most complex bureaucracies 
in the world. Also detailed planning 
and briefing is very common. Rus-
sians prefer to have context and 
background information. As long as 
Russians interact with people con-
sidered to be strangers they appear 
very formal and distant. At the same 
time formality is used as a sign of 
respect. 
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Long term orientation 
The Finns score 45, making it a short 
term orientation culture. Societies 
with a short-term orientation generally 
exhibit great respect for traditions, a 
relatively small propensity to save, 
strong social pressure “to keep up 
with the Joneses”, impatience for 
achieving quick results, and a strong 
concern with establishing the Truth 
i.e. normative. Western societies are 
typically found at the short-term end 
of this dimension, as are the countries 
of the Middle East. 
Long term orientation 
No score available for Russia 
 
4.2 Different ways of doing business in Finland and Russia  
Cultural differences can play a major role when negotiating with partner from another 
country and often are responsible for the outcome of the deal. In order to avoid mis-
takes, when doing business with Russians or Finns, some important considerations 
have to be taken into account. 
4.2.1 Doing business in Finland: what entrepreneur should know 
Before doing business in Finland, it is extremely important to have a good grasp of the 
Finnish cultural background. There is a proverb that suits appropriately to Finland: a 
little knowledge can go a long way. There are some tips listed below, which should be 
kept in mind, when one tries to occupy business niche in Finland (World Business 
Culture, accessed 5 Feb. 2012):    
Finns prefer to know exactly the perimeters of their duties and are supposed to take 
the decisions within those perimeters. The structures of the organization are so that 
everybody knows what are expected of him. 
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Employees are amongst the best educated in Europe.  
As regards to Finnish communication styles, Finns are quiet and used to contribute to 
a meeting or conversation only when they have something of import to say. Finns are 
very proficient in foreign languages. Many Finns speak not only English and Swedish 
(the other official language of the country) but one or two other languages as well. 
Finnish body language tends to be difficult to read. Lack of visible or verbal reaction 
to a presentation does not mean disinterest. Finns use humour extensively in business 
situations. It is usually very laconic and self-deprecatory; most of jokes are about 
themselves. 
Finns are uncomfortable with a 'hard sell' approach.  
Meetings are mostly used for the presentation of information rather than as debating 
chambers and prone to be highly structured. No section on business entertaining in 
Finland would be complete without a mention of the Finnish. The sauna is a venerated 
Finnish tradition. Business discussions may even be held in a sauna. Business lunch or 
dinner may be preceded or followed by a sauna. Finns insist on punctuality. 
Work and private are separated. 
Women have historically played a major role in business life. Many women today are 
on senior positions in large Finnish companies and this number seems to rise. 
As concerns to Finnish management style, managers take a low-key approach to man-
aging others. Once tasks have been delegated, the manager would not expect, or be 
expected, to supervise progress and check results thoroughly.  
Main decisions are usually taken by a team of senior executives. This process can be 
slow, because change occurs only after very deep consideration by all involved par-
ties. 
Trust is the key issue in all aspects of Finnish life. For years, Finland has been at the 
top of the list announced by Transparency International of the world's least corrupt 
countries. So they are incorruptible. As for tradition of business gift giving, even small 
gift may be deemed as a bribe and may worsen the situation. 
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4.2.2 Russian way of doing business: main aspects 
In order to realize why Russians behave in certain way, making business in Finland, it 
is necessary to comprehend the values, mental specialities they were brought up in. 
The main aspects of Russian way of doing business are specified further (World Busi-
ness Culture 2012): 
Networking and close personal relationships within the business environment are es-
sential to successful business.  
The legal status of many things in Russia is very ambiguous. Most agreements have to 
be made on a trust basis - a strong element of which has to be clearly identifiable self-
interest. The legal basis of an agreement will probably mean very little once the rela-
tionship ends. Contracts are valid usually if supported by a close friendship. 
Taxes are left unpaid on both a corporate and personal level. Almost all enterprises in 
Russia are leading ”black” and “white” bookkeeping systems to diminish taxes pay-
ment. 
As for Russian business structures, when dealing with potential clients in Russia, it is 
absolutely essential to make sure that the right person is being dealt with. Nowhere is 
the advice, “Go straight to the top”, more pertinent.  
Companies tend to have a short-term view of business activities (short term orienta-
tion). 
Russian attitudes to business can vary widely from region to region. Are you dealing 
with a new-style entrepreneur or an old-school Soviet bureaucrat? 
Law-breaking and rule avoidance have been promoted to an art-form in a country 
where the state has, for centuries, been seen as the enemy.  
In Russian management styles, management tends to be centralized and directive. The 
boss directs instructions for subordinates to follow. Little consultation will be ex-
pected from people lower down the company hierarchy. 
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Many younger entrepreneurs (especially in the cosmopolitan centres like Moscow and 
St Petersburg) speak fluent English language. While in provincial centres foreign lan-
guage skills are not common. Much more emphasis is placed upon the spoken than the 
written word. People believe things when they have heard them from someone with 
whom they have a trusting relationship. The verbal feedback during meetings in Rus-
sia is not usual; people listen silently, with little body language being displayed.  
Although a high percentage of the Russian workforce is female, there are very few 
women in senior management positions. 
Business dinner could simply be a relationship building exercise or you can find your-
self in very detailed negotiations. A good meal will help build relationships and a few 
vodkas will also help things along. 
Meetings tend to be used to communicate information; do not expect a great deal of 
open debate. Smaller meetings often occur behind closed doors where senior man-
agement might come to agreement. Russians are known as great "sitters" during nego-
tiations, this demonstrates their tremendous patience. Before negotiation, be in touch 
with the others parties and ensure your meeting time and place, it isn’t rare that your 
negotiation partner cancels or reschedules your negotiation. The Russian negotiation 
style can be described as “hesitant, contradictory, improvising, and inflexible, hard, 
rigid tough uncompromising, secretive, risk-averse and manipulative” is more like dis-
tribution than cooperation, compromise is equal to unscrupulousness or weakness, and 
they prefer zero-sum game “win-lose”. 
In order to create your own business in Russia you may start with the purest of inten-
tions, but as “circumstances force” an honest man turns into a corrupt one. Bribes and 
kickbacks in Russia have become common, nowadays they are perceived as the norm 
and interact with the authorities. A bribe for a license, “gifts” to tax and other authori-
ties, a victorious kickback for winning the tender. Most Russian entrepreneurs con-
sider that without this it is impossible to do business in Russia. According to the inter-
national non-governmental organization Transparency International, Russia is 146th 
out of 180 countries included in the ranking. 
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4.3 Finnish customers’ opinions  
In order to obtain Finnish customers’ points of view on research problem, survey 
among own business (pancake kiosk) consumers was conducted. The aim of the sur-
vey was to educe Finnish customers’ buying preferences and reveal thereof obstacles, 
which Russian entrepreneurs face leading the business, to identify the attitude of Fin-
nish customers towards Russians on Finnish market. Appendix 1 contains customer 
survey outlook.  
Survey was carried in Kotka city. Questionnaire was prepared as a set of statements 
regarding customers’ opinion about Russian roots in businesses in Finland and cus-
tomers’ buying preferences. Quizzes were offered to rate each question from 1 to 10, 
depending on significance of the issue and level of agreement (where:”1” is (abso-
lutely) “no”,”10” is (completely)”yes”. The survey was anonymous; all lists were put 
into closed box to ensure the integrity of answers. The questionnaire consists of 6 as-
sertions. 88 Finnish consumers, whose age varied from 17 to 66 years old, took part in 
it. All customers were divided into four age groups: from 17 to 25 years old, from 26 
to 35 years old, from 36 to 50 years old, and from 55 to 66 years old. 20 representa-
tives of each age group were asked (N=88). 
Figure 7 makes results visible, illustrating mean for each statement of customer sur-
vey, which was conducted among Finnish people from 17 to 66 years old. 
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Figure 7. Finnish customers’ survey results (N=88) 
Figure 8 shows compassion between results received in customer survey depending on 
age group. 
 
Figure 8. Customer survey results depending on the age (N=88)   
 
After processing the results the mean to each statement of this survey was identified:  
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 It is important for me, who is the owner: Russian or Finn: 6.9 (the more im-
portant it appeared to people from 36 to 50 years old) 
 I prefer to buy known product, than try new one: 6.1 (people from 55 to 66 
years old appeared the most conservative in preferences) 
 I prefer to buy products in known place: 7.4 (familiarity with place appeared 
more important for people from 36 to 50) 
 Cheap prices associate to me with poor quality: 7.8 (people from 26 to 35 
years old were more agreeable with this statement) 
 I prefer to buy products manufactured in Finland: 9.3 (people from 36 to 50 
appeared to be more patriots in buying habits) 
 I am not sure in quality of products, where owners are Russians: 6.9 (people 
from 36 to 50 appeared more suspicious towards to Russians) 
 Small talks with seller are important to me” 5.1 (the most important it ap-
peared for customers from 55 to 66 years old) 
 
4.3.1 Conclusions 
It might be supposed that the main problem for Russians having business in Finland is 
old stereotypical attitudes on both sides. If one Russian has done something negative, 
Finns tend to think that all Russians are the same. The media usually represents bad 
news willingly and people generalize them quickly. The opinion that no one could do 
business in Russia without getting involved with bribery and corruption, that all issues 
can be solved by means of money (what has an impact on quality standards), that Rus-
sia is associated with bureaucracy and definitely not with perfect quality, is still be 
there. Besides of all, Finland was under Russian rule for over 100 years, and both na-
tions were engaged in War against each other. The history has unfortunately perverted 
the Finns view on the Russian people. All mentioned above cannot help affecting Fin-
nish customers buying decision. This phenomenon is called as ”country of origin ef-
fect” in marketing. 
Making business in Finland, Russian entrepreneurs should be ready that Finn would 
prefer to buy products of Finnish origin, produced from Finnish ingredients and manu-
factured in Finland by Finns, being assured in its quality. Based on survey results, 
people from 55 to 66 years old are most sensitive towards product origin.  
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Being first of all Russians, many Russian entrepreneurs used to deem that price is de-
cisive factor. While in Finland consumer would prefer to pay some Euro more for 
quality. According to survey for most of respondents cheap price associates with poor 
quality and, as a result, could hardly be determinative factor. So those Russian small 
business owners, who put emphasis only on low price, can fall on face on Finnish 
market. 
Survey demonstrated stability in buying preferences of Finnish consumers. The older 
people the more they are keen in obtaining products in proven and reliable place,  
while younger generation is not so care about place of purchase making. This issue 
should be taken into account, if business target group are people from 35 to 66 years 
old.  
Unfortunately Russian products do not associate with quality as Swiss made watches 
do. This perception may affect greatly business growth, where owners are Russians. 
As regards to survey results, mean 6.9 from 10 just confirms it. Consumers from 36 to 
50 years old appeared more distrustful towards to products offered by Russians. 
The mean 6.9 from 10 illustrates that for many Finnish customers (especially for peo-
ple from 36 to 50 years old) it is relevant, who owns the business: Finn or Russian. 
Reputation of people, who can avoid rules, if it will be profitable, close eyes on non 
performance of quality standards, may revoke the contract, change opinion and do not 
fulfil obligations,  is responsible for this attitude and could appear serious barrier for 
business growth. 
In accordance with survey old people show more conservativeness in consumption 
habits, then younger buyers. Average rate 6.1 characterizes Finnish consumers as 
loyal to products they used to purchase and as not very inclined to trying something 
new.  Those Russian entrepreneurs who are going to deepen product range or intro-
duce completely new product to Finnish market, should allocate enough time for 
product launching, and keep patience. Neglecting this factor may result in waste of 
time and money.  
Old people who took part in survey underlined magnitude of small talks with the seller 
during purchasing process. This communication may help to maintain customer loy-
alty and convince buyer to make the deal. Absence of fluent Finnish language knowl-
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edge could be a serious impediment to growth of businesses with Russian owners. 
This factor may complicate new customers’ acquisition process as well. 
It can be assumed, that stereotypical attitude towards to Russians is still one of the 
business development problems Russian entrepreneurs might meet in Finland. And 
this issue definitely should be taken into consideration, when one intends to expand 
business. 
4.4 Russian entrepreneurs’ opinions 
Five Russian entrepreneurs, who run business in Finland, were interviewed. They 
were asked about growth problems their companies met and measures attempted to 
solve them. Entrepreneurs’ profiles are presented in table 6. 
Table 6. Russian entrepreneurs’ profiles 
Entrepreneur Profile 
Irina Kovaleva Age: 41 years old, woman 
Company name: Chance  
Company form: Private Entrepreneur 
Company main line of business: accounting services 
Amina Tsicieva Age: 32 years old, woman 
Company name: Ami 
Company form: Private Entrepreneur 
Company main line of business: manicurist 
Lina Notko Age: 46 years old, woman 
Company name: LV  
Company form: Limited Liability Company 
Company main line of business: forwarding firm, expedition  
Roman Loginov Age: 27 years old, man 
Company name: Lendle 
Company form: Limited Liability Company 
Company main line of business: e-commerce, online shop, mar-
keting and advertisement 
David Age: 35 years old, man 
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Danielyan Company name: Urartu 
Company form: Limited Liability Company 
Company main line of business: logistics services, warehousing, 
custom clearance 
 
Irina pointed out the following growth problems she faced, trying to develop own 
company: 
 
 Lack of facility in Finnish language, inability to use language as a marketing 
tool  
 
Absence of fluent Finnish language results in inefficient promotion campaigns and not 
effective advertisements. Inability to use language as a marketing tool appeared an ob-
stacle to company growth. Capability to speak Finnish language does not allow you to 
think as Finn. Inadequate knowledge of Finnish language was named a ground for re-
fusal in start up capital to her company.  
 Psychological barrier of being entrepreneur in another country 
 
Point that you are in foreign country, sense of excessive responsibility, higher atten-
tion to Russian entrepreneurs’ activity by state authority, necessity to prolongate resi-
dence permit proved to be an additional pressure. It often turns into barrier to business 
progress. 
 Scarcity of experience and knowledge in sphere of Finnish accounting, legis-
lation system, taxation 
 
Shortage of pitfalls knowledge, specific issues, newly adopted laws, nuances in ac-
counting system in Finland can lead to significant mistakes in professional practice. 
This is responsible for negative company image creation and customer discontent. As 
a result, fines from tax authorities, loss of customer and difficulty in acquiring of new 
clients. Lack of working experience in Finland was named a refusal ground in start up 
capital (usually granted by Employment office) in her case.  
 Finances deficiency, being in Finland 
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Insufficiency of financial resources cumbers smooth growth of enterprise. In this case 
it mainly ended up in not renting office, which customers could visit, and not buying 
more technically developed accounting program, that finally negatively affect cus-
tomer service. Being a foreigner in Finland she has no possibility at the moment to 
take the loan.  
Amina specified the following growth problems appeared obstacles to her company 
growth: 
 Distrust to Russian service provider 
 
Suspicious attitude to Russians hampers forming of customer base. When Finnish cus-
tomers hear Russian accent, they start to doubt in quality of services offered. And if 
client is not satisfied with results achieved, he usually attributes it to Russian roots of 
entrepreneur.  
 Word of mouth in Finland 
 
She noticed that in Finland, especially in small town like Kotka is, circulation of nega-
tive impressions is more intensive than in Russia. Despite the opinion can be strictly 
personal, the overall image of business will damage.    
Lina defined these issues as restrictions to the business advance: 
 Poor legislative protection in Finland when deal with foreign customers 
 
In most of cases it is completely impossible to bring e.g. Russian clients to account 
and receive debts. As consequence, Finnish company looses significant amount of 
profit, which may be assigned for company development instead.  
 High risk of being at law with partners, employees, customers in Finland 
 
Over protection of employees, sometimes too efficient consumer protection, wide-
spread practice of litigation in Finland, ease to file lawsuit against entrepreneur tends 
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to company’s engagement in some processes simultaneously. It is time and money 
consuming and impedes business growth.  
 Difference in mentality  
 
Diverse ways of doing business, business customs, values and priorities complicate 
the cooperation process with Finnish partners (e.g. carriers, shipping lines). Such is-
sues as working hours (Finnish working day ends at 16.00, while in Russia it may end 
whenever), and non flexibility of Finnish workers from this point of view (negative at-
titude to even 20 minutes delays in order to complete an order) leads to Russian cus-
tomers’ dissatisfaction. Most of business relations in Finland are based on trust. As 
negative consequences entrepreneur emphasized:  people became more gullible and 
inattentive, misunderstandings and inaccuracies (when no written confirmation is-
sued), loss of customers and money, damaged relations occur oftener. 
 Informational vacuum 
 
Lack of relevant information, difficulty in finding it in Finnish language usually end 
up in important events and exhibitions missing, or being not aware of particular legis-
lation, customs changes, concerning the business activity. Without sufficient knowl-
edge of Finnish you are not able to search properly needed information in internet, 
you may not pay attention to something that facilitates company growth.  
Roman highlighted the following barriers to his company development: 
 
 Linguistic divide 
 
In case of distance selling, capability of fluent communication in Finnish is essential. 
Sales person should speak without foreign accent and be literate. Otherwise sales 
process may evolve into waste of time, confusions, negative attitude of Finnish cus-
tomers and decrease in sales.  
 Unmotivated employees 
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Over protection of employees ensured by Labour Unions, comparatively high level of 
unemployment allowances in Finland are responsible for employees’ laziness, making 
them uncountable and motiveless. Many of them do not care of company develop-
ment, because they draw fixed salary. And even if the company is bankrupt, or they 
are dismissed, they will receive greater share of the salary from unemployment fund.  
 Deficit of enthusiastic young specialists, who are able to work independently  
 
For instance, in Russian you have two ways to succeed: either you have necessary 
pulls or you have enough enthusiasm and intelligence to do it by yourself. In Finland, 
where most of professions are well paid, stability dominates, the carrier development 
is not so fast moving. Graduates do not have critical need to do his best and demon-
strate his diligence in order to get a toehold. On the other way, Finnish employers 
seem to be more tolerant towards new employees. Not filling any pressure most of re-
cently accepted employees are not able (or simply do not want) to work independently 
and do not feel themselves confident long time after recruiting. According to 
Hofstede’s research, power distance score in Finland is 33, what means that managers 
are used to rely on the experience of their colleagues, employees expect to be con-
sulted and know perimeters of their duties, control is disliked. 
 Hassles in PR and doing marketing for Finnish consumers 
 
Being Russian it is completely impossible to realize, which marketing campaign will 
work in Finland, and which will not yield results, which advertisement will influence 
purchasing decision, which will not be paid attention at all.  If you did not grow up in 
Finnish environment, not familiar with Finnish customs, values, attitudes, beliefs, you 
could hardly create advertisement that pull custom. Not being aware of slang, idioms, 
quotations from Finnish films or wing words of Finnish famous people - all these limit 
foreign entrepreneur in doing effective marketing in Finland.  
David considers the issues below as obstacles to business growth: 
 
 Absence of internal market in Finland for such kind of businesses and propi-
tious preconditions 
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Transit economy in Finland is targeted mostly to Russian market. Finnish enterprises, 
engaged in logistics, are dependent on Russian customers; most of them do not have 
Finnish clients at all. This puts business at risk, and makes it sensitive to any fluctua-
tions and external changes (e.g. laws adopted by Russian authorities), affecting com-
pany stability and growth. 
 Paucity of integration with Finnish business society (conferences, meetings) 
 
Participation in conferences, seminars, courses, business events gives entrepreneur 
opportunity to build new relationships, establish useful contacts, expand communica-
tion network, solicit support and be recommended by somebody. Even small talks 
may appear useful for business promotion. Otherwise you are not cognizant, flexible 
and in the dark about latest trends. 
 Penury of professional analysis of business activity (sales, marketing) 
 
Most of small companies used to live for today, not applying to systematic analysis of 
business activity. For small companies professional assistance can be unaffordable in 
Finland. Often entrepreneur considers that company gets profit, while it already sus-
tains losses. Short of qualified assessment of efficiency of methods used, expendi-
tures, campaigns, calculation of breakeven point and overall policy company conducts 
often complicates company growth.  
 Finnish taxation system is not favourable for business development 
 
In case of Limited Liability Company, double taxation is applied. At the end of the 
year 26% tax must be paid from the company profit (company income), then 28% tax 
shareholder pays from the dividends (entrepreneur’s personal income) he receives. In 
contrast, in Russia LLC income tax is 20% and tax from dividends – 9%.  
 Enticing customers away is common practice in this sphere of business 
 
Even if employer signs correspondent contract with the employee, it would be trou-
blesome to prove that this particular person lured away the customer after termination 
of employment.  
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 Instability of price formation on given market  
 
There is no agreed price for expedition services in Finland, nor minimum, nor maxi-
mum. If competitor offers less price he steals your customer.  
 High costs of services in Finland  
 
Resource to professional assistance (lawyers, promoters, agencies, bookkeepers) in 
most of small companies is beyond means.  
 Failure to take the loan for small company  
 
Despite of existence of variety of organizations, offering financial solutions for com-
panies (e.g. Finnvera), in reality small companies are considered to be insolvent and in 
most of cases bank rejects loan request. 
 Socially adapted system in Finland is not profitable for entrepreneurs 
 
Being a feminine society, Finland focuses on ”working in order to live”. From the 
other side, scoring 59 in “Uncertainty avoidance” dimension, security is an important 
element here. As a result the social services made Finns as one of the most socially 
protected nations in the world. High level of unemployment allowances, accomplished 
by child subsidy, finally leads to the situation when there is no significant difference: 
either to be unemployed or have a job. Many of Finnish employees do not value their 
positions, became indifferent to company achievements, what is reflected on quality 
of work.  
4.4.1 Conclusions 
Having analysed all responses, main problems and remedies were described in table 7:     
Table 7. Problems Russian entrepreneurs met and remedies undertaken 
Problem Remedy 
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Linguistic divide  To attend Finnish language courses, improve fluency of 
speech.  
To communicate in Finnish everywhere: in a shop, on the ex-
hibition etc. That may help to realize some mental particulari-
ties, enrich communication network and overcome linguistic 
divide. 
Scarcity of knowledge 
in taxation, accounting, 
legislation in Finland 
To apply to help of development companies - guides to suc-
cessful business (e.g. Cursor Oy). They know relevant con-
tacts, specific information and can give valuable advices.  
To enrol in advanced training, constantly deepen professional 
skills; be aware of nuances in sphere of your business.  
To inspect all possible aids, which Finnish state provides for 
entrepreneurs and try to take advantage.  
To apply to experienced and recommended accountant. Care-
lessness, delays in reports and lack of correspondent knowl-
edge may result in fines from tax authorities and additional 
costs for corrections.  
To examine financial statements monthly. This will allow you 
to keep a close watch on company activity and have a clear 
picture of results achieved.  
To assess business performance with a help of professionals 
periodically.  
Distrust to Russian ser-
vice provider 
To increase collaboration with Finnish customers: organize 
parties, excursions for clients, presentations, free tests, present 
symbolic gifts. Finns positively react on it.  
To conduct business as transparently as possible, so that no 
clients, no state authorities may drop a hint of doubt. 
To put emphases on quality of product/service, reliability and 
responsibility. It is essential for most of Finnish customers. 
To consider contracts thoroughly. Regardless what kind of 
contract it is: employment contract, with customer, with part-
ner. Scrupulousness in such issues will create positive image 
to your company.   
To use customer satisfaction surveys, or ask clients’ opinion 
regarding the business services in person, what they would 
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like to improve, what are disadvantages.  
To fulfil obligations and be responsible towards customers in 
any circumstances. One disappointed Finnish customer may 
appear too costly to company operations (bad PR).     
Difficulties in doing 
marketing due to differ-
ent mentality 
To use Finnish advertising agencies to promote prod-
ucts/services. They will do in Finnish way, from point of view 
of Finns.  
To employ experienced Finnish employee. You will be able to 
verify facts, refer to his opinion and ideas, because he is think-
ing like most of Finns do.  
To monitor Finnish competitors constantly. It will keep you 
updated and helps to orientate in current trends on market.  
Difficulties in employ-
ment issues 
To exercise internal marketing to increase employees’ motiva-
tion. Celebration of holidays together, corporative parties 
bring together employer and employee, make personnel value 
current position. 
To engage graduates in business activity on part-time job or 
practice. It will stimulate currently employed personnel and 
bring fresh look, ideas, and innovations.  
To use practice as possibility to examine potential employee. 
Employment office provides possibility to engage trainee at 
state expenses up to 6 months.   
Lack of integration with 
Finnish business society 
To attend business events oftener (e.g. workshops, confer-
ences, corporate parties).  
 
4.5 Case: Moliri Oy, Kotka 
One of the thesis work objective was making description of company (Moliri Oy) ac-
tivity, trying to reveal failures and their reasons. Conclusions, presented in a form of 
summary of points to consider, are supposed to be valuable asset for further company 
operations. It will allow avoiding previous mistakes, taking appropriate financial, 
marketing and managerial decisions in the future. Besides of it, this part of thesis can 
be instructive for all Russian entrepreneurs in Finland, who purpose to set up own 
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business and would like to avoid same pitfalls, for graduates who decided to be self-
employed. 
Moliri Oy was originally founded as a pancake kiosk in Kotka in 2009. Now the line 
of business was changed to “sales and services”. Interview was granted by general di-
rector of this company - Matsera Irina. Table 8 gives an overview of Moliri Oy co-
founders. 
Table 8. Moliri Oy owners’ profile 
Owner Profile 
Irina Matsera Age: 32 years old 
51% of shares in the company 
Education: lawyer (Moscow, Russia) 
Olga Masalova Age: 25 years old 
49% of shares in the company 
Education: BBA (Kouvola, Finland) 
 
Figure 9 is a picture of pancake kiosk – main Moliri Oy activity at the moment. 
 
Figure 9. Moliri Oy pancake kiosk in Kotka 
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4.5.1 Growth problems of Moliri Oy  
The following growth problems of Moliri Oy, their reasons and consequences were 
described:  
 Lack of start up preparation 
 
Careful planning is essential to success and is reflected in enterprise’s stability and 
profitability. First of all, according to results, the marketing research conducted was 
tenuous. It would be wise to organize some test samples, customer survey. It was nec-
essary to communicate with some Finns and ask their opinion about the product itself, 
way of launching, location. Shareholders did not ask for advice from other Russian 
entrepreneurs, did not ask about their problems. It was not acquired enough informa-
tion about Finnish customer’s values, habits, preferences.  
 
 Lack of a plan 
 
The business plan is a written guide that details the start-up and the future direction of 
the company. In this case it was mainly elaborated for provision to state authorities (in 
order to prolongate visas). It was not used later as vital management tool that enables 
the manager to anticipate situations before they become problems. It was not regularly 
checked with what it is in reality. Most likely, if results had compared with what was 
originally planned and finally achieved, changes would have adopted timely. 
 Lack of capital 
 
Another frequent mistake that many small businesses make is underestimating the 
amount of necessary funding needed for their company’s start-up. Expenses regarding 
pension and other insurances to be paid, depreciation were not taken into account. Fi-
nally this sum counted a significant amount of total salary to be paid. When at the be-
ginning it is the salary of 1500 Euro per month for the employee, finally it will rise up 
to 1950 - 2000 euro. Owners did not make allowance for many expenditures (e.g. for 
state authorities’ permits), because they were not aware of them. As a result, company 
is still having debts. More deep consideration would probably have made owners wait 
until they have enough funds, and only after that to start a business.  
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 Poor financial management 
 
Even if the projected income statement shows a profit, it is possible that the cash flow 
for the same period is actually negative. First two years the bookkeeping was out-
sourced and annual reports were received at the end of the year. Meanwhile, the 
analysis of monthly cash flow and statements can indicate whether the business will 
collect sufficient cash to pay operating expenses. If frequent cash shortfalls occur, it 
might be wise to review the type of products you offer, the pricing and terms of the 
sale. In given case, when the balance sheet was received from bookkeeper at the end 
of the second year, it was already too late. According to financial statements, cash 
shortfalls were occurred 4 times in 2010 and shareholders lent almost 5500 Euro to the 
company. Total company debts were 15891 Euro in 2010, while salary paid to share-
holders – 20789,21 Euro and profit –  -10026,24 Euro (see appendix 3).  
 
Figure 10 clarifies company expenditures in 2010. Another capital distribution (more 
investments in marketing, less salary paid) could facilitate company growth, instead of 
debts enlargement. 
 
 
Figure 10. Moliri Oy expenditures in 2010 
 Lack of knowledge in Finnish taxation, accounting, legislation and aids for 
entrepreneur  
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Entrepreneur in Finland is entitled to many grants, aid and subsidies, providing by the 
state. There are certain preconditions must be met and rules to be observed. Not being 
enlightened of them in advance Moliri Oy forfeited rights to these aids. For instance, 
company did not have a chance to apply for start-up capital, because registration of 
business was completed before filing the correspondent application. Company did not 
benefit from the program, when state pays up to 30% of salary to the employee (that 
appears very helpful at the first stage), because labour contact (that had been already 
concluded) did not comply with necessary demands. Consequently, owners did not 
have enough funds to employ the Finnish employee.  
 
Deficiency of understanding in accounting led to confusing situations. When share-
holders thought, that company started to get profits, actually it only started to pay out 
debts. To their surprise entrepreneurs saw unexpected loss at the end of the year.  
 
Table 9 gives clear picture of what the owner usually sees during the year (sales) and 
what is seen in financial statements at the end of the year. Figures can significantly 
vary. 
 
Table 9. Moliri Oy turnover and profit (from financial statements of Moliri Oy) 
Year Sales (Turnover), EUR Profit, EUR 
2009 2174,11 -5421,19 
2010 17139,38 -10026,24 
2011 12395,20 9948,06 
 
Besides of it, shareholders of this company were not aware that depreciation is volun-
tary measure to adjust company balance. Bookkeeper did not inform about it and de-
ducted 25% from equipment value. After it had been done, company loss increased 
even more.    
 
As for taxation, it is useful to deepen own knowledge, even if a bookkeeper employed. 
For instance in 2009 company accountant did not mention the possibility to get tax 
discount. Particular form must be completed and returned to tax authorities, if com-
pany turnover does not exceed 22500 Euros per year. Shareholders occasionally knew 
about it from another accountant.  
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 Lack of information about what is - and isn't - working  
 
Moliri Oy neither applied to professional assistance (it was unaffordable), nor did own 
investigation, concerning company performance. Cofounders did not measure sales 
before and after distributing flyers with product ad, did not make customer satisfaction 
surveys to conceive clients’ point of view. Otherwise they would have comprehended 
own disadvantages in good time and took correspondent measures (to change location, 
raise prices, widen product range, employ Finnish speaking seller). Nevertheless 
shareholders denoted that such marketing expenditures as leaflets with product info, 
banner and article in newspaper about kiosk brought positive results.  
 
 Poor marketing strategy and company location 
 
From the beginning the target group was not determined correctly. The first location 
was port of Kotka and the product was mostly oriented to Russian drivers and Russian 
workers. Very soon it became obvious that most of drivers used to bring food from 
Russia and cook it in their equipped trucks. Most of port workers did not like to stay 
outside and wait for pancake to be ready even for 1 minute. Besides of it, they also 
brought meal from home. Finnish employees were accustomed to have launch at port 
cafeteria and were not very keen to test something new from unknown seller. Conse-
quently, this not carefully elaborated marketing strategy failed. If survey had been 
done in advance, this place would not have selected at all. 
 
The second location was main market square in Kotka. Owners assumed that most of 
buyers would be people from 30 to 50 years old. Finns were deemed to have propen-
sity to test something new. Marketing strategy was developed from this perspective. 
However, marketing research, which had been carried out, appeared non reliable. Fi-
nally, most of consumers were pensioners and pupils. Kiosk opening hours (10.00 to 
16.00) appeared inconvenient, because old people used to attend market square from 
7.00 to 10.00 am, and pupils – after 14.30.  
 
Importance of location can be observed on the figure 11, which introduces sales 
earned for the same period of time in different locations. 
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Figure 11. Sales of Moliri Oy depending on location 
 
 Poor procedures  
 
Having analyzed all methods and measures undertaken, it becomes obvious that al-
most all business procedures were incomplete: marketing, financial management, cus-
tomer service as it was general rehearsal of the real business launching.  
 
 Ignoring risks  
 
One of the most serious mistakes regarded risks. Correspondent analysis concerning 
possible losses (financial risk), competitors (strategic risk), and health authority new 
regulations (compliance risk) was not done. For instance, prohibition for selling ham-
burgers due to inappropriate ventilation system was not foreseen.  
 
 The owner is the business 
 
Business dependence on the personality, point of view, capabilities of shareholders 
created an initial underage in resources to manage this business (including insufficient 
knowledge of Finnish language). 
 Competition 
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The main competitor on market square was cafeteria, owned by Finnish woman. They 
offer standard Finnish snacks, are opened from 6.30 till 14.00 am daily and usually 
have all sits occupied. They had two Finnish sellers, convenient fitting-out of the ki-
osk and long queue of regular customers.  
 
 Country of origin effect 
 
As was mentioned earlier, most of customers were old people. Country of origin effect 
often predetermined customers’ choice. Many of them casted down on quality of 
product and ingredients, some did not want to buy from Russians in principle.  
 
 Poor customer service 
 
Customer service conception must be planned in accordance with main target groups. 
In this case, where main customers were pensioners, not enough attention was paid to 
communication with them. Small talks about nothing during purchasing seemed to be 
even more important for old customers, than the product itself. Unfortunately, Finnish 
language knowledge in this firm was insufficient for cheerful conversations. Due to 
lack of labour force, kiosk was sometimes closed during working hours specified. In 
Finnish society, where punctuality and precision are norms, it left bad impressions to  
buyers.  
 
 Mental biases and Finnish customers’ preferences  
 
One of the inconveniences in kiosk had technical nature. It is designed in such way, 
that seller stays not on the same level with customer (like in most of Finnish sales ki-
osks), but almost one meter upper. As it was observed many Finns were embarrassed 
by such position and feel themselves uncomfortable. 
 
It was also noticed that most of customers incline to buy from the place, where there 
are already many other people, and they will not stand out or draw attention, being 
alone. Seller in this kiosk often had to wait for the first decisive customer.  
 
Another barrier was some kind of conservatism in eating habits. Consumers regularly 
asked if pancake kiosk sells ”lihapiirakat”, and were very disappointed with negative 
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answer. It was not effortless to make them taste product, which they are not used to 
eat or have never tried. 
 
Comparatively low prices offered (which must have been a competitive advantage), 
many customers, associated with low quality. It was not realized, that price is not de-
cisive factor for Finnish customers, but quality predominates and they are ready to pay 
for it. 
 
 Isolation  
 
Due to financial reasons and limited communication network company did not involve 
specialists, or discuss difficulties with those, who can give advice in this case. To 
most of conclusions owners came by means of hit-and-mis method and did not learn 
from the mistakes of others. Meanwhile, tips given in time could change situation 
radically.   
  
 Linguistic divide 
 
Linguistic divide complicated information search of relevant information in internet. 
Inability to read Finnish newspapers, check Finnish forums, and freely find recently 
adopted laws and regulations in Finnish, fluent communication with customers did not 
encourage smooth product penetration.  
 
 Product dedication 
 
Concentration on one main product was initial mistake of the business. Diversification 
of product range might attract more customers and facilitate sales. Some other product 
could have been added to product range, which Finns already familiar with and keen 
to buy. 
 
 External changes are critical 
 
Competition (who served most of potential consumers), traffic authority’s regulations 
(obligation to receive traffic plates for kiosk before year 2014 – due to difficulty in 
obtaining required certificates and permits), employment requirements (due to mini-
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mum wage, owners could not afford hiring of Finnish employee) had and will have 
substantial impact on company growth.  
 Unproductive sales 
 
Low margins, low price and low sales made business unprofitable. Possible solutions 
might have been: prices adjustment to price level of competitors, maximization of 
profit margins, sampling by taste, employment of experienced Finnish seller (at least 
for part-time job) and advertisement (flyers distribution). 
 
 Company reputation 
 
In case of B2C Moliri Oy reputation did not play significant role for customers of 
pancake kiosk. But when recently it was decided to act as a supplier of bathroom glass 
cabinets for some Finnish companies (B2B), few of them immediately checked Moliri 
Oy financial statements for previous years, main line of business and rejected com-
pany proposals. Firm did not match their requirement as a supplier: company did not 
have enough experience in this field, did not have enough financial safety margins.  
  
4.5.2 Conclusions 
In order to make new company inception successful and avoid previous mistakes, the 
following reminders were prescribed:  
 
 Marketing research should be scrupulous and done in advance before 
launching new product /service and contain surveys, test samples. Otherwise 
it can be waste of time and money. 
 Business plan is a written guide, which needs to be checked with on regular 
basis to undertake necessary changes timely. 
 When consider capital needed for company growth it is essential to antici-
pate hidden costs (depreciation, insurances, social contributions, permits, li-
censes, repair costs) maximally. 
 Not to forfeit right to aids (start-up capital) and subsidies (for equipment 
purchasing), provided by the state, it is necessary to inspect preconditions 
well in advance before applying. 
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 Business cash-flow cycle may vary from income statement. To have real 
picture of company results and avoid cash shortfalls, it is wise to analyze fi-
nancial statements monthly.  
 It can be useful to acquire information regarding tax discounts, refunds, and 
deductions which company entitled for and consult another accountant.   
 Tax authority concedes possibility to use some dimensions to adjust com-
pany balance (for small companies): depreciation, procedure of writing off 
debts from shareholders, transfer debts to the next year. Entrepreneur is able 
to improve the situation using these methods. 
 If professional assistance (who can analyse company performance) is not af-
fordable, it is crucial to deduce in time what is and what is not working. 
 Correct identification of target group is essential, otherwise marketing cam-
paign will fail. 
 Company turnover depends on location and opening hours. Preliminary re-
search has to be done at target place. 
 Do not underestimate competition. The more it is investigated, the easier to 
find own niche and introduce competitive advantage. Something can be 
adopted from competitors. 
 Country of origin effect affects customer choice in Finland greatly. Some-
times it is prudent not to demonstrate company Russian roots, because many 
consumers would not confident in quality of products/services.  
 Small talks during buying process are especially important to customers 
from 55 years old and seller should have enough fluent language.  
 Linguistic divide is a serious obstacle to company growth. In case of dis-
tance selling, where person must speak very fluent language to avoid confu-
sions, employment of Finn for part time or remote job could be a solution.  
 Punctuality and preciseness are norms in Finland. Failure to observe them 
could be costly.  
 Some mental biases to be taken into account: Finns do not like to draw at-
tention and many are conservative in their preferences; they are favour to 
buy, what is produced in Finland, low prices can be associated with poor 
quality. 
 Applying to free assistance (Cursor Oy) and exchange of experience with 
other entrepreneurs allows learning from others’ mistakes. 
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 To launch the only product to the market is risky. Possibility to diversify 
product range cannot be set aside. 
 To apply for Finnish students help (from marketing department) to elaborate 
advertisement for products/services promotion is an affordable alternative to 
create it in Finnish way and with fresh view. 
 Financial safety margin and experience are one of the most important de-
terminants of company image.  But professional website, stylish visit cards, 
well educated and representative sales person, precise information provided, 
responsiveness, responsibility, adhering to conditions – all these should be 
executed from the beginning.  
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5 CONCLUSIONS 
This research was aimed at identification of growth problems, which Russian entre-
preneurs face, trying to develop own small company. Comparison of Russian and Fin-
nish ways of doing business, customer survey, statistical information, interviews with 
five Russian business people and description of business activity of Moliri Oy made 
possible to educe correspondent conclusions.  
Reliability is the extent to which an experiment, test, or any measuring procedure 
yields the same result on repeated trials. Research for this thesis was conducted by dif-
ferent means (survey, interviews, case study) and results received were interrelated, 
coincided and complementary, what therefore proves an accuracy of the information 
gathered. 
Validity is concerned with the study's success at measuring what the researcher set out 
to measure. As for external validity, results of a study are generalizable and widely 
applicable (thesis can appear useful for Russian entrepreneurs and graduates in Fin-
land, for Moliri Oy shareholders). As regards to internal validity, all set questions (ob-
jectives) were explored and answered with due care. Problems were investigated from 
diverse perspectives and point of views (Finnish customers, entrepreneurs).   
Customer survey proved the opinion about Finnish patriotism and their preference to 
buy product of Finnish manufactures. Based on survey results, people from 55 to 66 
years old are most sensitive towards product origin. Many Russian entrepreneurs con-
sider price a decisive factor, while quality is priority for Finnish consumer. It became 
obvious that the older people the more important for them to buy products in proven 
and reliable place, while young consumers do not pay much attention to it. Unfortu-
nately Russian products do not associate with quality this perception may affect 
greatly business growth of Russian quality. Consumers from 36 to 50 years old ap-
peared more distrustful towards to products offered by Russians. Lack of fluent Fin-
nish language is serious impediment to growth of businesses by Russian owners, be-
cause small talks in Finland are powerful tool in obtaining customer loyalty, espe-
cially in case of pensioners. It should be admitted that stereotypical attitude of Finnish 
consumers towards to Russians is still one of the business development problems, 
which Russian entrepreneurs meet in Finland. 
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In case of Russian entrepreneurs’ interviews lack of facility in Finnish language was 
named by interviewees as one of most serious barrier to company growth. Inability to 
use language as a tool renders difficult in PR and doing marketing for Finnish con-
sumers. Inadequacy of experience and knowledge in Finnish accounting, legislation 
and taxation resulting in costly mistakes (fines from tax authority) and their correc-
tions, appeared an obstacle for almost all of entrepreneurs. They also struggled from 
finances deficiency, which was complicated by high costs of services in Finland and 
failures to take the loan for small company. Suspicious attitude towards Russian ser-
vice providers in addition to strength of word of mouth in Finland are often responsi-
ble for low sales in company with Russian roots. One of entrepreneur pointed out that 
it is a high risk of being at law with partners, employees, customers in Finland and it 
would be wise to take insurance from law suits. This person also complained on poor 
legislative protection in Finland in deals with foreign customers. Linguistic barrier 
was named a reason of informational vacuum and paucity of integration with Finnish 
business society (conferences, meetings). Due to lack of finances, it appeared unaf-
fordable for these business owners to apply to professionals and make analysis of 
business performance, which may help to reveal timely all growth problems. It was 
noticed that Finnish taxation system (taxation of LLC companies especially) is less fa-
cilitating to business development in comparison with Russian’s one for instance. An-
other difficulty entrepreneurs met was unmotivated Finnish employees. This was ex-
plained by socially adapted system in Finland (overprotection of employees, high un-
employment allowances). Despite Finnish employees are amongst the best educated in 
Europe, deficit of enthusiastic young specialists, who can work independently was 
underlined. It was attributed to Finnish management style and employees’ preference 
to know exactly perimeters of their duties. Besides of it, such growth problems as psy-
chological barrier of being entrepreneur in another country, absence of internal market 
in Finland for such certain kind of businesses were mentioned during interviews. 
According to information provided by the main shareholder of Moliri Oy, lack of start 
up preparation, lack of a plan and lack of capital initially put company in a weak posi-
tion on Finnish market. Half-baked marketing research ended up in incorrect identifi-
cation of target customer group and thereof inappropriate marketing strategy imple-
mented. Lack of information about what is - and isn't – working, poor procedure, risks 
ignorance, lack of focus, limitation of resources led company to unproductive sales 
and significant negative balance. Lack of information about what is working and what 
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is not, tough competition and external changes made the situation even worth. Com-
pany did not take info account mental biases and Finnish customers’ preference when 
elaborated marketing approach, despite in such kind of business (sale of food) country 
of origin effect plays an important role. Inappropriate working hours, instability in ki-
osk working schedule, inability to communicate freely with clients were signs of poor 
customer service and left negative impression on customers. Lack of knowledge in 
Finnish taxation, accounting, and legislation resulted in some aids, which entrepre-
neurs did not get and tax discount they missed. Owners did not monitor financial 
statements on monthly basis and did not take correspondent measures timely. Another 
problem was product dedication. It was necessary to widen product range long time 
ago. Owners appeared isolated from other business world, and had to lead business by 
trial and error. 
At the conclusion two main advices can be given. First of all the following proverb 
should always be kept in mind: Forewarned is forearmed. When one decides to set up 
own business in Finland it is vitally important to overcome informational vacuum and 
acquire as much knowledge as possible. Secondly, to remember words of Rene 
Dubos: Human diversity makes tolerance more than a virtue; it makes it a require-
ment for survival. Making business in Finland Russian entrepreneurs should not be 
overconfident in success and never forget, that Finnish consumers and business part-
ners may have another point of view and preferences.  
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Appendix 1 
Outlook of questionnaire for customer survey 
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Appendix 2 
Outlook of interview questions list 
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Appendix 3/1 
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